Chapter 1: What is marketing? 

Definitions:  

Marketing is the process by which companies create value for customers and build strong customer relationships in order to capture value from customers in return. 

· It’s not anymore about “telling and selling”; the new aim is to “satisfy customer needs” 
· The aim of marketing is to make selling unnecessary
· Selling & advertising – marketing mix (set of marketing tools that work together to satisfy customer needs and build a relationship with them)

Marketing process 

1. Understand the marketplace and customer needs and wants
2. Design a customer-driven marketing strategy (market offerings: products, services, experiences)
3. Construct an integrated marketing program that delivers superior value (value and satisfaction) 
4. Build profitable relationships and create customer delight  (exchanges and relationships)

· These first four steps companies work to:
· Understand consumers 
· Create customer value
· Build strong relationships with the customer

5. Capture value from customers to create profits and customer equity  (markets)
· Capture value from customers in return! 
· Loyalty, good word of mouth -> makes customers come back for more, inviting new customers = more profits for the company 

Understanding the Marketplace and Customer Needs 

Needs states of felt deprivation, such as:  
· Physical needs:
· Food, clothing, warmth and safety 
· Social needs  (affection) 
· Individual needs (knowledge and self expression)

Wants the form of human needs take as they are shaped by culture and individual personality 

Example: an American needs food but wants a big mac 
Demands human wants that are backed by buying power 
Given their wants and resources people demand products with benefits that add up to their value and satisfaction 

Rich people demand luxury cars, luxury bags…. Expensive but demanded by that population for its value 

Marketing Offerings- Products, Services, and Experiences

Market offerings are combinations of products, services, information or experiences offered to a market to satisfy a need or want 



Services include:
· Banking
· Airline
· Hotel
· Home repair services
Information/Ideas – Ad that promotes kids to embrace nature.. picture of shrek and a kid, targeting a kid audience 

Marketing Myopia is the mistake (sellers make) of paying more attention to specific products a company offers than to the benefits and experiences produced by these products 

· They are so taken with their products that they focus only on existing wants and lose sigh of primary customer needs 

Customer Value and Satisfaction 

How do customers choose between many market offerings?
· They form expectations about the value and satisfactions that various market offerings will deliver and buy according to that
· Satisfied customers give a good word of mouth (buy again and tell others about their good experiences)
· Dissatisfied customers switch to competitors and disparage the product to others (negative word of mouth)
It is important for a marketer to set right level of expectations because:
· Too low: may satisfy those who buy but fail to attract enough buyers
· Too high:  buyers will be disappointed

Exchange and Relationships 

Marketing occurs when people decide to satisfy needs and wants through exchange relationships

Exchange is the act of obtaining a desired object from someone by offering something in return 

The marketer tries to bring about a response to some market offering:
· Wanting to retain customers and grow their business 
· Build strong relationships by consistently delivering superior customer value 

Markets

A market is the set of actual and potential buyers of a product or service 
· These buyers share a particular need or want that can be satisfied through exchange relationships 

Figure 2.1: Modern Marketing system

Main elements of the marketing system, which involves 
· Serving a market of final consumers in the face of competitors 
· The company/competitors research the market and interact with consumers to understand their needs
· Create and send their marketing offering and messages to consumers either directly or through marketing intermediaries 
· Each party is affected by major environmental forces (demographic, economic, natural, technological, political and social/cultural)
· Each party in the system adds value for the next value 

*Arrows represent relationships that must be developed and managed to create customer value and profitable customer relationships 
*Suppliers: Each party in the system adds value. Walmart cannot fulfill its promise of low prices unless its suppliers provide low costs. Ford cannot deliver a high quality car-ownership experience unless its dealers provide outstanding service 


Designing a Customer-Driven Marketing Strategy 

Marketing management is the art and science of choosing target markets and building profitable relationships with them 

Marketing manager’s aim is to:
· Find
· Attract
· Keep
· Grow customers by:
· Creating
· Delivering
· Communicating superior customer value 

Selecting Customers to Serve 

1. Decide whom it will serve, by division of:
a. Segments of customers (Market Segmentation) 
b. Selecting which segments it will go after (Target Marketing)

The company does not want to target all the population because they know they cannot please everyone, but instead they will go after certain customers that they know it can serve well profitably. 

For example:  
Nordstorm- Targets rich people,  
Dollarama: targets families with more modest means 
Choosing a Value Proposition 

Choosing a Value Proposition 
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